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As the U.S. Army attempts to connect with the American public, it must address perceptual trends that pose challenges to the Army's recruiting and retention mission. In overcoming the myriad of perceptions that hinder the Army's ability to recruit the optimal quantity and quality of citizens, the Army needs to effectively communicate and inspire two key societal audiences: influencers and the eligible pool of prospects. The Army must address perceptual barriers manifested in biases that impact the two principal audiences. Finally, the Army should identify and understand how the sources of those perceptual barriers impact influencer advocacy and prospect propensity for Army service. By developing strategies to address these issues, the Army will be perceived as a trustworthy and dynamic body better postured to execute the Army's role in the National Defense Strategy, alleviate bias, and inspire capable young candidates to serve. As the U.S. Army attempts to connect with the American public, these vignettes exemplify broader perceptual trends that pose challenges to the Army's recruiting and retention mission. In overcoming the myriad of perceptions that hinder the Army's ability to recruit the optimal quantity and quality of citizens, the Army needs to effectively communicate and inspire two key societal audiences: influencers and the eligible pool of prospects. The Army must address perceptual barriers manifested in biases that impact the two principal audiences. Finally, the Army should identify and understand how the sources of those perceptual barriers impact influencer advocacy and prospect propensity for Army service.
Connecting America's People with
The U.S. Army continues to attract incredibly innovative and smart young
Americans who volunteer to serve the Army and the Nation. Despite the dangers and potential hardships endured, young people and qualified professionals alike with diverse backgrounds and skill sets selflessly raise their right hands and swear to "Defend and Support the Constitution of the United States." Moreover, important members of society encourage and support these remarkable Americans who choose to join the Army and live the Army Values. Given a decade of war, the presence of a fickle economy, and an unpredictable global security situation, it is crucial that the Army breach these perceptual divides to sustain a quality All-Volunteer Force (AVF). The Army must convince prospective Soldiers and influencers that it is a modern and relevant institution, represents a diverse society, and provides a tremendous path forward laden with outstanding options and opportunities. This paper addresses the key audiencesinfluencers and prospects, the perceptual barriers, and on-going efforts that show promise for application Army-wide.
Key Audiences and Perceptual Barriers
There are two primary audiences of concern for the Army's recruiting efforts:
influencers and the eligible pool of prospects. The Army defines key influencers as The term "hollow force" was used initially in the late 1970s and subsequently in the 1990s to characterize military forces that appear mission-ready but, upon examination, suffer from shortages of personnel, equipment, and maintenance or from deficiencies in training. Although the size and composition of the force appeared adequate on paper, shortcomings identified when these forces were subjected to further scrutiny raised questions if these forces would be able to accomplish their assigned wartime missions.
At the end of the 1970s, the gravest concerns had to do with the quality of personnel. It was widely perceived that U.S. military conventional war fighting capabilities that had declined as the Vietnam war came to a close, did not appear to be recovering adequately, particularly as the military services struggled to adapt to the All-Volunteer Force (AVF) instituted in 1973. Not only had Vietnam demoralized our soldiers and wrecked our credibility with the American public, but it had soaked up a huge share of the Army's budget. Meanwhile our fighting equipment had become obsolete, our bases and facilities had fallen into disrepair, and our ability to fight anywhere else in the world had seriously deteriorated. that deployed and deploying service members will be exempted from the effects of a sequester. The United States will not send any service member overseas without the best preparation, equipment and supplies possible. We have a moral obligation to make sure that they are ready and the next [unit] to deploy is ready. that "would hollow out the force, leaving our military deficient in people, training and equipment, and unable to adapt when that next security challenge comes." 12 He offered that the military needed "to sacrifice some capabilities and curtail some commitments"
and "weather these budget storms as a team" so no one Service would bear the full burden of the cuts.
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As the Army's end-strength dwindles from 570,000 in FY12 to 490,000 in FY17, 14 the Army is considering lessons learned from force reductions similar to post-Vietnam and the 1990s, 15 such as avoiding a mass exodus without regard to retaining quality and balancing resources between personnel with training and operations. General Odierno commented, "even given a fiscally constrained environment our Army will accomplish our reductions in a responsible and controlled manner." 16 He said that the force reductions would follow a "drawdown ramp that allows us to take care of Soldiers and families, while maintain a ready and capable force to meet any requirements." Generations, like people, have personalities, and Millennials --the American teens and twenty-somethings who are making the passage into adulthood at the start of a new millennium -have begun to forge theirs: confident, self-expressive, liberal, upbeat and open to change. They are more ethnically and racially diverse than older adults. They're less religious, less likely to have served in the military, and are on track to become the most educated generation in American history.
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The Millennial generation is technologically savvy and makes up a considerable amount of the QMA. 19 The Army must be cognizant of Millennial generational and environmental biases produced through their perceptions about global technology, individual priorities, the economy and job market, and the security situations across the globe.
Recall the example of the young high school student whose environmental bias This was a slight improvement since 2010 when 79% of the same demographic indicated they were less likely to enlist due to ongoing military operations. As the Army downsized and reshaped after Vietnam, the 1980s Army underwent one of the largest peacetime modernization efforts in its history. 25 The Army reevaluated its doctrine, force structure, and equipment and has a similar opportunity to do so again.
The Army should acknowledge the tremendous accomplishments and service over the last ten years, but should redefine itself as a modern institution appealing to younger generations' desire to be on the cutting edge of technology, society, and ideology. Army policy should focus on a bright future with a better equipped and better trained elite force prepared to make the world safer through a variety means beyond armed conflict.
The Army must also publicize a promising family environment by capitalizing on the Millennial generation's top priorities of being a good parent, having a successful marriage, and helping others. Despite the fact that for decades the Army's been educating and training Soldiers in more than 100 viable occupations and instilling in them leadership skills highly sought after by Fortune 500 Companies, the myth remains among many that the Army is the fallback option for high school dropouts and delinquents. 38 The Army could also pursue quality local and national Group (ARMG) to consolidate marketing and market research efforts. 40 Assessing the ARMG's effectiveness will require time, but they must wrangle the efforts of the Office of Chief Public Affairs and the other self-promoting Army organizations. Of greater significance will be the Army's ability to enforce one "Army Strong" standard that entails consistently high entry standards tailored to recruit the best young talent and convince
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COIs that the Army is a career of choice affording professional opportunities for a lifetime of service or a terrific springboard providing great skills, confidence, and experience for future employment outside the service.
Army Diversity
During President Barack Obama's Noble Peace Prize acceptance speech, he highlighted that "in many countries, there is a disconnect between the efforts of those who serve and the ambivalence of the broader public." 41 "Our society is exceptional in its openness, vast diversity, resilience, and engaged citizenry." 42 Diversity is an indicator of progress and "diversity of opinion has been the hallmark of the United States since its dramatic birth in 1776 and has continued unfettered through today where we now have developed the most innovative and effective military the world has ever known." Jelinek highlighted an independent report for Congress that identified the U.S. military as "too white and too male at the top and needs to change recruiting and promotion policies and lift its ban on women in combat." 48 She also recommended pursuing expertise in "cyber systems, languages, and cultural knowledge to be able to operate in an era of new threats and to collaborate with international partners. 49 Research suggests that "the public -young and old -thinks the younger generation is more racially tolerant than their elders. expand that opportunity. 56 The recent policy repeal of "Don't Ask, Don't Tell" allowed men and women to serve regardless of sexuality, providing another example to COIs that the Army is a leading organization serious about diversity and progressing with society.
The Army leadership must transmit a clear message that highlights the benefits of a diverse force and enforce quality standards across the organization that effectively demonstrates the Army's commitment to quality. The Army must overcome biases spurred by firsthand experience or information passed down from generations. They can adopt policies commensurate with societal norms and laws. For example, the Military Leadership Diversity Commission (2011) recommended eliminating the combat exclusion policy for women. 57 The Policy change became a reality in 2013, although not without controversy and backlash. Although this demonstrates the challenges of exercising forward thinking policies, the efforts send the right messages to the force.
Efforts to Address Perceptual Barriers
The Army and the recruiting force continually strive to understand existing perceptual barriers and improve communications efforts to better inform and connect with COI's and the QMA. However, changing attitudes that stem from personal and learned experience is challenging. Programs focused on leadership, education, and employment opportunities represent the Army's best chance to connect with the American people and overcome existing historical, generational, and environmental biases. Additionally, the Army must effectively downsize while keeping the public informed about the process. Finally, the Army will need to appeal to the Millennial generation, adopt unwavering entry standards, and continue to remove institutional barriers.
The Army should bolster quality education and employment benefit enlistment options and recruiting assistance and referral programs designed to enhance recruiting operations and appeal to a wide audience. Investments in communities and selfimprovement gain influencer trust while avoiding pre-existing biases. They provide attractive options for aspiring young people to pay for their education, and embody concepts where tax payer dollars are wisely invested to develop leaders and educate citizens. These programs also properly nest with one of the key tenets in the 2010 National Security Strategy (NSS) focused on the economy. President Barrack Obama wanted to "pursue a strategy of national renewal and global leadership… through educat[ing] our children to compete in an age where knowledge is capital, and the marketplace is global." 58 Army educational benefits include the Montgomery GI Bill (MGIB), the Post 9/11 GI Bill, Tuition Assistance, Scholarships, and Army College loan repayment programs.
These programs provide great career catalysts for future generations and make an investment in the country's economy, but the Army's scholarship is trending downward. 59 A superior educated workforce gains valuable skills and earns a more competitive salary which can lead to a better quality of life. As a conduit to a better life, the Army will improve its reputation among COIs dispelling historical and generational biases that the Army is a dead end for underachievers. Instead, these programs ensure The Army must avert the threat of a "Hollow Force" which spurs so many COI historical and generational biases. As the Army reevaluates its doctrine, force structure, and equipment needs in an increasingly fiscally constrained environment, it must draw down, as General Odierno suggested, in a "responsible and controlled manner" that accounts for Soldier and family welfare while remaining a ready and capable force. 64 The Army will have to forgo some capabilities and curb commitments and continue an information campaign that educates politicians and the general public about the harmful effects of a "Hollow Force" potentially caused by sequestration. However, the leadership should avoid a fatalist attitude that might fuel COI concerns. Sergeant Major of the Army
Chandler correctly explained to a group of NCOs that during fiscally uncertain times, leadership and initiative will be paramount. "Even in tough times you can be creative, 
Limitations of Study and Areas of Further Research
While this paper recommends strategies to address several perceptual barriers between America and its Army, other barriers and potential sources exist beyond those presented, as well as additional audiences meriting consideration. Also, conditions and related assumptions about the size of the force and available resources used in this study will continually change. Therefore, the recommendations were limited in scope and present opportunities for further investigation.
Some possible barriers not addressed are "out of sight, out of mind", "fundamental attribution error," and "regression to the mean." 70 As wars dwindle, press coverage wanes, and the Army's manpower decreases, the public's exposure to the to attributing shortcomings to environmental conditions. Regression to the mean bias is "based on the fact that extreme high or low scores tend to be followed by more average scores." 72 Observers may incorrectly associate all Soldiers with the lowest entry standards or assume that low scores equal low performers who will stay poor and strong performers will stay strong. The Army will be perceived as a trustworthy and dynamic body better postured to
